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To Buy or Not to Buy: 
Consumer Purchase Behavior Based on Lifestyle Brand Logo Colors 
by 
Chelsi Crockett 
This research aims to examine the logos of lifestyle brands and explore whether certain logo 
colors elicit a purchase response in consumers using Color Theory and Impression Management 
Theory. Two-hundred-nine United States residents 18 years of age and older who were not color 
blind or color deficient participated in a voluntary online survey where they were asked to 
choose which color of lifestyle brand logo would prompt them to purchase a product from the 
brand in question. The variables of gender, age and favorite color were also examined in the 
survey. Results from Qualtrics Survey Software and SPSS showed that even though individuals 
chose a certain color as their favorite color, that favorite color was not always the color they 
chose when choosing the preferred color of a lifestyle brand logo. 
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Chapter 1. Introduction 
Lifestyle brands integrate themselves into a consumer’s current lifestyle or a lifestyle in 
which an individual aims to embody; these brands are also connected with many advertising and 
marketing efforts to reach their target demographic of choice (Austin, 2013). Marketing 
professionals take into consideration the importance of color in marketing; as humans, we have 
immediate feedback to what we see, such as colors and shapes (Lindstrom, 2005). Colors can 
also trigger an immediate reaction in our brains and embed messages, and most of this reaction 
happens in the first 0.67 seconds upon seeing something (Chang, 2010). Scientific investigations 
have also shown that individuals experience psychological change when exposed to different 
colors (Perry & Wisnom, 2003). Colors within marketing have also shown to convey information 
and that different colors can attract and maintain consumer attention (Amsteus, 2015).  
In this study, the aim was to explore the effect different lifestyle brand logo colors can 
have on the purchase behavior of a consumer and also to explore if the variables of age, gender, 
and favorite color can have an impact on a consumer’s choice. Participants were from the United 
States, the age of 18 or older. They were shown various lifestyle brand logos in different colors 
and asked to choose the logo that would make them most likely to purchase from the designated 
brand. Participants were from the United States, the ages of 18 or older, and had no color 
blindness or color deficiency issues.   
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Chapter 2. Literature Review  
Lifestyle Brand 
 A lifestyle brand is a brand that aims to embody the aspirations, values, interests, 
opinions, or attitudes of a group of people or culture for marketing purposes. They also speak to 
consumers’ fundamental values through physical and symbolic qualities. When using a lifestyle 
brand product, consumers hope to embody and radiate the qualities that these lifestyle brands 
represent.  Lifestyle brands are designed to provide consumers with a strong emotional time-
tested bond that is constantly being sustained. Seeking to inspire and guide consumers, the goal 
of lifestyle brands’ products are to contribute to the consumer’s way of life. Because of this close 
integration into the consumer’s way of life, lifestyle brands are connected with advertising and 
other promotional actions used to gain influence and reputation within their target market of 
choice. At its core, lifestyle brands “provide[s] consumers with an emotional attachment to an 
identifiable lifestyle.” (Austin, 2013, p. 653).  
 According to Austin in her 2013 study, there are ten attributes that set lifestyle brands 
apart from others: 
1. Association: linking to other people, places, organizations, activities, events, issues, other 
brands or images (Berger & Heath, 2007; Keller 2003; Watts & Dodds, 2007)  
2. Quality/excellence: superiority or excellence on key attributes (Bhattacharya & Sen, 
2003)  
3. Sensory appeal: attractiveness or artistic value, or qualities related to the way its products 
look, feel, taste, smell, or sound (Simonson & Nowlis, 2000)  
4. Sign value: how conspicuously the brand is displayed by the user, and is congruent with 
the user’s self-identity (Escalas & Bettman, 2005; Sirgy, 1982)  
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5. Personification: a personality that resembles human characteristics (Aaker, 1997)  
6. Interactivity: engaging consumers, requiring or inviting them to exert mental or 
emotional energy on its behalf (Austin et al., 2007; Bruns, 2005)  
7. Facilitation: the ability to help the user engage in preferred behaviors or attain important 
personal goals (Fournier, 1998; Solomon, 1983)  
8. Internal consistency: perception of interrelated and coherent associations (Guidry et al., 
2008)  
9. Mythology: the brand embodies a story that resonates with deeply held social ideals (Holt, 
2004)  
10. Values: ability to communicate a set of core values that are important to its employees, 
and the consumer (Harris & de Chernatony 2001; Sen & Bhattacharya, 2001)  
Lifestyle brands put themselves in the situation to provide resolutions based upon the attributes 
of the culture the lifestyle brand is based within; these brands strive for social normalcy that is 
created by the values of their target group or culture (e.g., outdoor brands, activewear brands, 
technology brands) (Marazza, 2013).  
Symbol Intensive Brand 
A symbol intensive brand is centered around the notion that the brand is grounded in the 
strong symbolism and significance that the brand is able to convey to its audience; this allows a 
customer to express their identity. Symbol intensive brands create and maintain a relationship 
with their clients that transcends basic brand loyalty. Day to day consumers transform into brand 
ambassadors, and significant advocates for the brand, making the brand a fundamental and 
irreplaceable aspect of their lives. A symbol intensive brand is mainly identified for the identity 
it can transmit. Due to this identity symbol intensive brand emit, symbol intensive brands possess 
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the ability to maintain lengthy relationships with their consumers by relying on the emotional 
attachment generated towards the brand, ultimately relying on the symbolic knowledge base 
(Marazza. 2013) 
 Consumers are not only loyal to symbol intensive brands for their functional attributes, 
but consumers also value the symbolism and significance that the brand exudes. These types of 
brands allow the consumer to express their identity and foster a sense of community and 
belonging. Further, faithful consumers of symbol intensive brands can possibly become brand 
champions, which is when the consumer believes that if the brand they favor ceased to exist, that 
this loss would have a negative effect on their lives, and they find the brand inimitable (Milan, 
2013).  
Brand Loyalty 
Brand loyalty is centered around positive feelings towards a brand and the dedication 
from a consumer to purchase the same product or service repeatedly regardless of new product 
changes within the same product market. Earned media such as positive word of mouth advocacy 
is another exemplification of brand loyalty. Over the years, there have been over 200 definitions 
of brand loyalty written in literature, showing how much importance this concept can be to 
marketers and advertisers alike (Knox, 2001).  
Notable Lifestyle Brands 
 Lifestyle brands allow a consumer to embody the version of themselves that they aspire 
to be. There is a plethora of lifestyle brands in the market today; however, a few of them, in 
particular, can be more notable than the rest. For example, Nike isn’t just an athletic brand; 
Nike’s marketing strategy is to sell the athletic lifestyle and the notion that anyone, no matter 
their current skill or lifestyle, can be an athlete (Harvey, 2018). Nike, as a brand, can resonate 
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with a wide audience, and this aspect is what makes them a strong choice to be included in this 
study. Apple is another notable lifestyle brand. They market themselves on a clean, streamlined, 
and innovative realm of technology and innovation. Most users of Apple become advocates for 
the brand and use a majority of their products throughout their life; consumers are attracted to the 
cutting edge of technology. Sometimes, lifestyle brands can offer their customers a sense of 
excitement when associating with their brand. Red Bull is an excellent example of the 
exhilarating lifestyle that consumers resonate with; their website, commercials, and their media 
show consumers epic adventures that create excitement and commitment to the brand. Following 
the excitement theme, Vans is another lifestyle brand that can be known to resonate with those 
involved in the snowboarding and skating culture. Interestingly enough, Vans is not known only 
for its apparel; fans of this brand proudly showcase stickers and logos for this brand on various 
types of gear. Further, Vans has built a reputation of getting involved with experiences that 
customers show interest in and care about. Vans pioneered the “Warped Tour” music festival to 
give their loyal customers an event to further the connection between the brand and the consumer 
lifestyle they are projecting (Harvey, 2018).  
Color used in Lifestyle Branding 
 Color, at its most basic form, is sensed through the human eye; the consumers’ vision is 
affected by the colors viewed. Colors can cause effects in perception and can evolve into a 
subjective interpretation, resulting in certain behaviors. At their core, colors are wavelengths of 
light, which are from the longest to the shortest: red, orange, yellow, green, blue, and violet. The 
three basic characteristics of colors are hue, brightness, and Chroma (Fairchild, 2013). Hue is the 
color’s pigment and what makes it green, violet, or red. There are also primary hues, red, yellow, 
and blue, and secondary hues, which result from primary colors being mixed together, orange, 
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green, violet. Further, one can mix any primary or secondary colors with black or white to affect 
the brightness of a color, mixing white with color is called tinting and mixing black with color is 
called shading. Chroma explains the saturation or vividness of a primary or secondary color; the 
Chroma of a color dictates how much pigment is within the hue, increased color saturation 
requires for more pigment and decreased saturation requires less pigment (Kauppinen-Räisänen, 
2014). If any or all the three characteristics of color are altered, it could influence the cognitive 
effect and influence the color has on those who view it (Kumar, 2017). 
Of all the possible senses that can influence consumer perception, smell, hearing, taste, 
sight, and touch, the way we view the world around us through sight has the largest impact on us 
personally. Further, out of the five senses, sight is the method in which 83% of individuals 
receive messages (Lindstrom, 2005). As humans, we have immediate feedback to colors and 
shapes; this is the reasoning behind why brand professionals utilize colors and shapes to heighten 
memory of branding and develop brand identifiers and the consumers’ ability to distinguish 
brands (Perry & Wisnom, 2003). Colors themselves can trigger reactions in our brain and can 
innately embed messages. Our first impression of something we view happens within the first 
0.67 seconds; this means that 67% of what we view and purchase comes from the first initial 
split-second impression of sight and colors. Because of the minute amount of time we have to 
make a first impression on the consumer, we must ensure that the proper use of colors is utilized 
so that the intended message is delivered to the audience (Chang, 2010).  
  Scientific investigations found that individuals experience psychological change when 
they come in contact with varying colors, resulting in colors stimulating, exciting, and forming 
different emotions (Perry & Wisnom, 2003). Colors have different wavelengths; long 
wavelength colors such as red have a stimulating effect, whereas colors with a short wavelength 
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such as blue have a soothing effect. Different colors can indicate friendliness, softness, 
professionalism, and certain colors can even lower blood pressure (Gob’e, 2001).  
 There are many cues when it comes to visual examination of a product such as size, 
material, shape, pictures, graphics, color, and fonts. There is no single cue that works as a single 
enticement for the consumer; however, color is perceived to be one of the most powerful visual 
cues, as it reaches consumers at a level deeper than a surface level initial impression. Colors 
attract involuntary and voluntary attention, and according to Kauppinen-Räisänen, when colors 
“succeeded in attracting attention, colors may trigger brand choices as they are perceived as 
pleasurable and/or evoke color meanings, which the consumer value at that point of purchase” 
(2014, p. 665).  
 Color is capable of having the capacity to gain visual attention and have a psychological 
effect as well; furthermore, color has the ability to retain the initial attention, which allows 
cognitive information processing to begin (Kauppinen-Räisänen, 2014). Simply put, the decision 
to choose a brand or product could be based on aesthetics and color. When we view a product or 
brand and the colors surrounding them, it evokes an emotional reaction, thus cultivating feelings 
of attraction towards a product or brand. Adversely, however, Chan and Andrade (2010) 
discovered that effects colors have on emotions may also have a reverse result; consumers’ 
current emotions may affect color preferences depending on how they are feeling in the present 
moment.  
 Research within psychology finds that color preferences are connected to aspects of 
gender, age, ethnicity, and personality. Color conveys brand meanings, and brand meanings are a 
group of associations that individuals understand for a brand. The meanings may relate to the 
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product, brand, product performance, or might be symbolic in stories and metaphors. Consumers 
draw a connection between well-known brands and colors such as red for Coca-Cola.  
 As discussed earlier, color has an imperative role in the marketing of products and 
influences purchases of the consumer in a variety of aspects. Choosing the correct colors to 
attract and drive sales is important for a successful sales plan, and while no specific set of 
guidelines dictates the colors to choose for marketing efforts, studies have established guidelines 
grounded in the concept of associative learning, which is the relationship between color and 
emotion (Kumar, 2017).  
 The study of hues as a determinant of human behavior is called color psychology and is a 
concept extensively used in branding and marketing. When choosing brand logos, corporations 
take color psychology into account; when logo colors are consistent with the brand personality or 
the products, the cohesiveness can attract significantly more customers. When colors are chosen 
correctly, this is a key element in cultivating the impression needed to influence the brand and 
consumers (Goffman, 2010).  
To aid in the establishment of brand recognition, colors can help convey the company 
personality or brand image. When consumers are making a purchasing-based decision, color is 
an extremely important visual factor. Consumers decide their initial judgments on products 
within a 90-second timeframe, and the majority, about 62%-90% of their judgment is based on 
color. For example, popular fast-food chains, Wendy’s, McDonald’s and Burger King all use red 
and yellow in their logos; these colors together elicit feelings of urgency, speed, and energy and 
communicates to the consumer that the service of these establishments is efficient (Kumar, 2017) 
 According to Kumar’s (2017) findings, “green is primarily associated with nature and 
elicits positive feelings such as relaxation and calmness. Blue is associated with water, eliciting 
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positive responses, including comfort and peace. Red is associated with love and is considered to 
be a color of dominance. Black is associated with power, whereas yellow and orange are 
associated with happiness (p. 6).” Further, participants in Kumar’s study reported that 
participants associated red with words such as anger, energy and passion, and adversely, green 
and blue were associated with words such as, peaceful, relaxing, clean, and calming (Kumar, 
2017). 
 Color perception is also based on the country where the consumer is located. For 
example, the color red can mean fear in India, good luck and celebration in China, and anger is 
Japan (Kumar, 2017). As exemplified by the previous statement, there is no color scheme that 
works for everyone. Consumers’ perceptions of colors will vary based on a multitude of 
demographics such as age, gender, location, and current emotions.  
Colors in Marketing 
 As of late, marketing individuals are taking into consideration the importance of color in 
marketing and applying universal color applications. Colors can signify values and convey 
information that is beyond the surface appeal of the color itself. Amsteus (2015) stated that 
consumers have different color preferences and that individual colors can attract and maintain 
consumer attention; color is an essential marketing design element. Further, according to 
Kauppinen-Räisänen and Luomala (2010), consumers use colors to search for and identify 
brands, because of this, color is incredibly value able in the personality of the brand and logo 
design. Colors used effectively in marketing have the ability to promote brand and product 
recognition, and maintain the attention of the consumer; whereas if colors are used ineffectively, 
the communication between a company and target market and consumers will cease and can hurt 
brand awareness (Amsteus, 2015). For example, in a study by Seo (2017), they studied the 
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impact of the color green on product packaging and the consumer perception of brands with 
environmental claims and how effective and ineffective this packaging color was in regards to 
environmentally friendly products. While consumers viewed brands that possessed 
environmental claims more positively when they had green packaging when brands that did not 
possess environmental claims had green packaging, consumers had misconceptions of the brand. 
As technology advances, marketers now have the opportunity to utilize color in a plethora of 
ways to increase the variety of content consumed by the target audience. Labrecque (2013) 
emphasizes that these technological advances create a pivotal role and use for color in marketing, 
such as screens of electronic devices allow for more accurate displays of color.  
Color Theory 
 Colors could be attributed to playing a very important role in our lives, as most of us see 
in color vision daily and experience colors around us. The colors we see could communicate 
different meanings to us and can possibly elicit different responses in individuals as well. Color 
Theory is the study and understanding of color mixing and the psychological and emotional 
effects of specific color combinations, such as warm tones (red, orange, yellow, etc.) being 
thought to stimulate the viewer and cool tones (green, blue, violet, etc.) can have a calm and 
relaxing effect (Color Theory, n.d.). 
Impression Management Theory 
 Erving Goffman (1978) is the creator of Impression Management Theory; in this theory, 
Goffman proposes that impression management is when someone consciously or subconsciously 
attempts to influence others’ perception of another entity by regulating social communication 
about said entity. When individuals purchase products from lifestyle brand, they are buying into 
that lifestyle projected by the lifestyle brand they favor, essentially taking part in the concept of 
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impression management (Austin, 2013). When people wear certain brands, they could possibly 
be projecting a certain persona or impression onto others, much like the concept of lifestyle 
brands and the concept of Impression Management Theory.  
Perception vs. Emotion 
Our emotion towards something versus our visual perception of something are usually 
thought of as two separate actions and, as such, two separate areas of study. However, in a study 
by Zadra (2011), evidence has shown these areas to be less compartmentalized than previously 
thought, our emotions can regularly influence how we view things and the things we see. For 
example, if one who is afraid of heights views a balcony a few stories above the ground, their 
fear, or their emotion towards the height of the balcony is going to affect their perception of the 
balcony and therefore possibly affect their actions. With this being said, if one possibly has a 
favorable emotion towards an object or circumstance, then their perception of that object or 
circumstance will shift as well. At its core, emotions can provide significant motivating guidance 
on how one’s environment is perceived by the individual (Zadra, 2011).  
 Gender could create a pivotal difference in our personalities and how we conduct 
ourselves on a daily basis. According to Fischer (2004), men and women live different emotional 
lives and express emotions in very different ways. Women report experiencing an increased 
amount of sadness, shame, fear, and guilt. Where men, on the other hand, experience a variety of 
hostile emotions and anger. Further, emotions can play a pivotal role in gender differences in 
men and women. Women typically take on more nurturing roles and act based on emotion, 
where men typically take the role of the provider and adopt a more straightforward and 
pragmatic approach (Fischer, 2004). Gender can also cause males and females to have a different 
preference of colors and color palettes. For example, according to Kumar, males prefer orange to 
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yellow and females prefer yellow to orange. In addition to this, men and women have differing 
emotional attachments to color, as well (Kumar, 2017). Further, Ellis (2001), in their study, 
discovered that more women preferred pink and purple as opposed to men whereas more men 
preferred blue, red, and black as opposed to women. This could be from differences in the visual 
cortex of both men and women and from retinal biochemistry in how the brain processes visual 
color information (Ellis, 2001). As a society, we are influenced by color at a very young age, 
with the typical colors for baby boys being associated with blue and baby girls being associated 
with pink. Some toddlers in a study by Wong (2015), showed a preference to gender-typed and 
colored toys that corresponded with their gender, these preferences are shown to be shaped by a 
variety of variables such as prenatal androgen exposure, postnatal socialization by their parents 
and those around the child, and how the child socializes itself within their peers.  
 With all the differences in color preference revolving around gender, as discussed above, 
this study seeks to examine whether gender has an impact on logo color preference in males and 
females. The following research question is posited:  
Rq1: Do males and females differ in their logo color preference? 
Not only can our color preferences possibly change based on our environment and the era 
in which we grew up, but age can affect perceptions of color as well as individuals increase in 
age, their vision changes as well. Age is an important variable to be tested in studies surrounding 
color because results may vary in individuals of different age groups based on the decline of 
color vision. According to Dotinga (2014), a study conducted on individuals between the ages of 
58 to 102, showed a decline in blue-yellow vision affected 45% of people in the study. With this 
being said, if an older individual cannot see a specific color as effectively as someone of a 
younger age, could this impact their color preferences? Additionally, the gender-typed color 
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preferences are more stable in adults as opposed to younger children and toddlers, who were 
more unstable but also had a stronger preference to typical gendered colors such as pink and blue 
(Wong, 2015). The following research question is posited: 
Rq2: Does age impact buying behavior based on logo colors? 
A consumer’s favorite color is a phenomenon created by a positive association 
throughout life experiences. To break down the concept of a favorite color even further, Zadra 
(2011) discusses how when we have a favorable emotion towards something, our perception 
towards that object changes. When we have a favorite color, we could have a positive emotion 
towards that color as opposed to other colors, and if this favorable emotion leads to perception, 
then an individual’s favorite color could possibly influence their perception of colors they view. 
When studying color preferences, it will be intriguing to investigate if individuals gravitate to 
their favorite color or if they can separate their favorite colors from color preferences for the 
object in question for research. The following research question is posited: 






Chapter 3. Methods 
To examine whether the logo color of a lifestyle brand would influence purchase 
behavior in consumers, an online survey was utilized to further investigate the possibilities. In 
this study, participants took a questionnaire to indicate their likelihood of purchasing products 
from a lifestyle brand based on the color of the brand logo. Additionally, participants were asked 
their age and gender to provide demographics-based questions to further ground the independent 
variables in this study.  
Sample and Procedure 
  The relevant sample is anyone who is 18 years of age or older, resides in the United 
States of America, and who is not color blind or color deficient. After the survey was IRB 
approved, Dr. Susan Waters, associate professor in the East Tennessee State University Media 
and Communication Department, requested from Dr. Stephen Marshall, Chair of the East 
Tennessee State University Department of Media and Communication, to distribute the survey in 
the departmental email to all students within the department. Additionally, the survey was 
distributed to individuals on the social media platform Facebook.    
A two-way contingency table analysis determines if a statistical relationship can exist 
between two variables and contains two or more rows and two or more columns. Rows represent 
different levels of one variable, and the columns represent different levels of a different variable. 
This type of table is sometimes described as an r × c table. In this type of table, the r is the 
number of rows and c is the number of columns. The rows and columns in this table make up 
cells, and these cells contain frequencies. Frequencies within cells for particular rows and 
columns represent the number of participants in the research who can be cross-classified and 
could belong to the particular level of the row variable and the column variable. Analysis and 
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evaluation of these types of two-way tables focus on the particular cell frequencies to determine 
if the row and column variables are related.  The crosstabs feature within SPSS data software 
applies a χ2 test (chi-square test) for contingency table analysis where two assumptions underlie 
this test.   
• Assumption 1:  The observations for a two-way contingency table analysis are 
independent of each other.  
• Assumption 2:  Two-way contingency table analyses yield a test statistic that is 
approximately distributed as a chi-square when the sample size is relatively large.  
  Participation in this online survey included completing an online survey, which takes 
approximately five minutes. The survey encompassed questions regarding participants’ buying 
behavior based on the logo color of lifestyle brands.  
 Participants’ confidentiality was ensured and maintained by the technology used by the 
research team. The principal investigator, her advisor, and the ETSU IRB are the only parties 
which have access to the data. Additional security measures for the data included password-
protected data logs, password-protected laptops for analyzing the research, and data security 
measured through Qualtrics software. Only paraphrased data will be presented at presentations or 
in publications.  
 Individuals participating in the online survey received no gifts or incentives to take the 
survey. The findings of the study are useful to the brand and media strategy profession and 
individuals within the academic realm of marketing and advertising to understand consumer 
buying behavior based on logo colors of lifestyle brands.  
 The survey was completely voluntary and each participant maintained anonymity 
throughout the questionnaire process. Further, participants had the choice to stop participation in 
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the survey or contact the researcher at any point and withdraw from the study. All participants 
had to be 18 years of age or older to take the questionnaire.  
 The online survey participants were selected by sending the survey out through email and 
posting about the study on Facebook. The survey utilized visual mockups of various lifestyle 
brand logos of varying colors and asked participants to choose which logo made them more 
likely to purchase a product from each brand. The colors of the brand logo mockups were chosen 
from the Pantone color spectrum for each of the following hues: red, orange, yellow, green, blue, 
violet, magenta, brown and black. Qualtrics was the platform utilized to create the survey. The 
questionnaire also included demographic questions regarding age, and gender, along with 
questions investigating participants’ favorite color and asked if they were colorblind or color 
deficient as this aspect would skew the results of the study. A copy of the survey can be found in 
the appendix section.  
 Every participant of the survey was required to be 18 years of age or older, be a United 
States resident, and to have no issues with color blindness or color deficiency. Two-hundred and 
nine individuals who met the criteria participated in the voluntary survey.  
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Chapter 4. Results 
 This study examined if an individual’s buying behavior for lifestyle brands could be 
influenced by the lifestyle brand logo color. Further, the aspects of gender differences, age 
differences, and personal favorite color preferences were tested to see if they could have an 
effect on the individual’s choices.  
 First, the data was cleaned from 229 participants to 209 participants. The responses that 
were removed from the data were any incomplete responses or participants who stated they were 
colorblind or color deficient; these responses were removed as to not skew the data in any way.  
The sample population for this study is 209 United States residents who are 18 years of 
age or older and who have no issues with color blindness and color deficiency. The respondents 
were asked demographic questions, a question about their personal favorite color, and questions 
about which lifestyle brand logo would cause them to most likely purchase from a specific brand. 
For this study, a minimum of 200 completed surveys was the preferred sample size.  
 Participants were first asked demographic questions about their age and gender; then they 
were asked their favorite color. In this sample size of 209, 36 (17.2%) participants were male, 
172 (82.3%) participants were female, and one person (0.5%) identified their gender as other. 
Within the 209 participants, 65 (31.1%) were between the ages of 18-25, 25 (12%) were between 
the ages of 26-33, 15 (7.2%) were between the ages of 34-41, 32 (15.3%) were between the ages 
of 42-49, 37 (17.7%) were between the ages of 50-57, and 37 (17.7%) were 58 and older. When 
asked their favorite color, 19 (9.1%) of participants selected red, 7 (3.3%) of participants selected 
orange, 9 (4.3%) of participants selected yellow, 19 (9.1%) of participants selected green, 74 
(35.4%) of participants selected blue, 21 (10%) of participants selected violet, 30 (14.4%) 
selected pink, 2 (1%) selected brown, and 28 (13.4%) selected black.  
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 Then participants were presented with different color options of a lifestyle brand logo and 
were instructed to choose which colored logo was most likely to make them purchase from the 
brand. For the brand Adidas, the color black was chosen 92 (44%) times. For the brand Vans, the 
color pink was chosen 78 (37.3%) times. For the brand Apple, the color red was chosen 94 
(45%) times. For the brand Under Armour, the color violet was chosen 102 (48.8%) times. For 
the brand Gucci orange was chosen 84 (40.2%) times. For the brand Red Bull, the color violet 
was chosen 139 (66.5%) times. For the brand Nike, the color yellow was chosen 112 (53.6%) 
times. For the brand North Face, the color green was chosen 86 (41.1%) times. 
To address the first research question:  
RQ1: Do males and females differ in logo color preference?  
A two-way contingency table analysis was conducted to evaluate whether the lifestyle 
brand logo color preference differed between males and females. The two variables were gender 
with three levels (male, female, and other), and lifestyle brand logo color preference with nine 
levels (red, orange, yellow, green, blue, violet, pink, brown, and black).  
Gender and logo color preference were not found significant for the lifestyle brand 
Adidas. Pearson χ2 (16, N = 209) = 25.55, p = .04, Cramer’s V = .26. For this lifestyle brand, the 
two most commonly chosen color by both genders was black (males 16, females 76), and blue 
(males 11, females 29). See Table 1 for reference below.  
Table 1 
Crosstab of Gender and Logo Color Preference for the Lifestyle Brand Adidas 
Gender Red Orange Yellow Green Blue Violet Pink Brown Black 
Male 
1 3 1 1 11 1 0 2 16 
2.8% 8.3% 2.8% 2.8% 30.6% 2.8% 0% 5.6% 44.4% 
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Female 
18 4 3 4 29 17 18 3 76 
10.5% 2.3% 1.7% 2.3% 16.9% 9.9% 10.5% 1.7% 44.4% 
Other 
0 0 0 0 0 1 0 0 0 
0% 0% 0% 0% 0% 100% 0% 0% 0% 
 
Gender and logo color preference were found significant for the lifestyle brand 
Vans, Pearson P (14, N = 209) = 41.61, p = .01, Cramer’s V = .32. For this lifestyle brand the 
most commonly chosen logo color by both genders was pink (males 15, females 63). However, 
the second most chosen color by males was yellow (males 8) and the second most chosen color 
for females was brown (females 59). The significance of this data could be explained by the fact 
that other than the most commonly chosen color of pink by both genders; every other color 
preference was different. See Table 2 for reference below.  
Table 2 
Crosstab of Gender and Logo Color Preference for the Lifestyle Brand Vans 
Gender Red Orange Yellow Green Blue Violet Pink Brown Black 
Male 
0 3 8 0 0 0 15 7 3 
0% 8.3% 22.2% 0% 0% 0% 41.7% 19.4% 8.3% 
Female 
2 6 14 9 17 0 63 59 2 
1.2% 3.5% 8.1% 5.2% 9.9% 0% 36.6% 34.3% 1.2% 
Other 
0 0 0 1 0 0 0 0 0 
0% 0% 0% 100% 0% 0% 0% 0% 0% 
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Gender and logo color preference for the lifestyle brand Apple were not found 
significant. Pearson χ2 (16, N = 209) = 21.47, p = .16, Cramer’s V = .23. The most commonly 
chosen logo color for this lifestyle brand is red (males 13, females 81). Females had two second 
most commonly chosen logo colors which are violet and black, both of these logo colors had 15 
entries. For males the second most chosen logo color is violet (7). See Table 3 for reference 
below.   
Table 3 
Crosstab of Gender and Logo Color Preference for the Lifestyle Brand Apple 
Gender Red Orange Yellow Green Blue Violet Pink Brown Black 
Male 
13 3 2 4 1 7 2 0 4 
36.1% 8.3% 5.6% 11.1% 2.8% 19.4% 5.6% 0% 11.1% 
Female 
81 14 6 10 7 15 12 0 15 
47.1% 8.1% 3.5% 5.8% 4.1% 19.4% 5.6% 0% 11.1% 
Other 
0 0 0 1 0 0 0 0 0 
0% 0% 0% 100% 0% 0% 0% 0% 0% 
 
Gender and logo color preference for the brand Under Armour were not found 
significant. Pearson χ2 (14, N = 209) = 22.64, p = .07, Cramer’s V = .23. The most commonly 
chosen logo color for both genders was violet (males 18, females 83). The second most chosen 
logo color for males was orange (8) and the second most chosen color for females was pink (31). 





Crosstab of Gender and Logo Color Preference for the Lifestyle Brand Under Armour 
Gender Red Orange Yellow Green Blue Violet Pink Brown Black 
Male 
2 8 0 0 0 18 2 6 0 
5.6% 22.2% 0% 0% 0% 50% 5.6% 16.7% 0% 
Female 
2 21 13 11 0 83 31 7 4 
1.2% 12.2% 7.6% 6.4% 0% 48.3% 18% 4.1% 2.3% 
Other 
0 0 0 0 0 1 0 0 0 
0% 0% 0% 0% 0% 100% 0% 0% 0% 
 
Gender and logo color preference for the brand Gucci was found significant. Pearson χ2 
(16, N = 209) = 33.63, p = .01, Cramer’s V = .28. For Gucci, the most commonly chosen logo 
color by females was orange (71). Males had two most chosen logo color choices which were 
orange (13) and pink (13). The second most chosen color by females was pink (29). The 
significance of this data could be attributed to the fact that both males and females chose the 
same two colors for this logo the most, orange and pink. See Table 5 for reference below. 
Table 5 
Crosstab of Gender and Logo Color Preference for the Lifestyle Brand Gucci 
Gender Red Orange Yellow Green Blue Violet Pink Brown Black 
Male 
0 13 2 2 2 4 13 0 0 
0% 36.1% 5.6% 5.6% 5.6% 11.1% 36.1% 0% 0% 
Female 
6 71 22 4 1 9 29 16 14 
3.5% 41.3% 12.8% 2.3% 0.6% 5.2% 16.9% 9.3% 8.1% 
 29 
Other 
0 0 0 0 0 0 0 1 0 
0% 0% 0% 0% 0% 0% 0% 100% 0% 
 
Gender and logo color preference for the brand Nike was not found to be significant. 
Pearson χ2 (16, N = 209) = 15.38, p = .50, Cramer’s V = .19. Yellow was the most chosen logo 
color for the brand Nike, 18 males chose this logo color and 94 females chose this logo color. 
Males and females also both chose brown for the second most chosen logo color (males, N = 8, 
females, N = 29).  See Table 6 for reference below.  
Table 6 
Crosstab of Gender and Logo Color Preference for the Lifestyle Brand Nike 
Gender Red Orange Yellow Green Blue Violet Pink Brown Black 
Male 
0 0 18 4 3 1 2 8 0 
0% 0% 50% 11.1% 8.3% 2.8% 5.6% 22.2% 0% 
Female 
10 2 94 16 4 1 5 29 11 
5.8% 1.2% 54.7% 9.3% 2.3% 0.6% 2.9% 16.9% 6.4% 
Other 
0 0 0 0 0 0 0 1 0 
0% 0% 0% 0% 0% 0% 0% 100% 0% 
 
Gender and logo preference color for the lifestyle brand North Face was not significant. 
Pearson χ2 (16, N = 209) = 24.05, p = .09, Cramer’s V = .24. Green was the most chosen color by 
both genders for the brand North Face (males 17, females 69). The second most chosen color by 
females was blue (37) and the second most chosen color by males was black (7). See Table 7 
below for reference.  
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Table 7 
Crosstab of Gender and Logo Color Preference for the Lifestyle Brand North Face 
Gender Red Orange Yellow Green Blue Violet Pink Brown Black 
Male 
1 0 1 17 5 2 0 3 7 
2.8% 0% 2.8% 47.2% 13.9% 5.6% 0% 8.3% 19.4% 
Female 
12 10 3 69 37 8 5 8 20 
7% 5.8% 1.7% 40.1% 21.5% 4.7% 2.9% 4.7% 11.6% 
Other 
0 0 0 0 0 0 0 1 0 
0% 0% 0% 0% 0% 0% 0% 100% 0% 
 
Gender and logo color preference for the brand Red Bull was not found significant. 
Pearson χ2 (14, N = 209) = 7.95, p = .89, Cramer’s V = .14. Males and females had the same logo 
color preference for this lifestyle brand; they both chose violet (males 24, females 114). 
Compared to all the other data from relating to gender and lifestyle brand logo color preference, 
Red Bull has the highest amount from both genders that chose the same color. The second most 
chosen color for males is red (7) and the second most chosen color for females is blue (26). See 
Table 8 for reference below. 
Table 8 
Crosstab of Gender and Logo Color Preference for the Lifestyle Brand Red Bull 
Gender Red Orange Yellow Green Blue Violet Pink Brown Black 
Male 
7 0 0 0 4 24 1 0 0 
19.4% 0% 0% 0% 11.1% 66.7% 2.8% 0% 0% 
Female 14 3 7 1 26 114 3 0 4 
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8.1% 1.7% 4.1% 0.6% 15.1% 66.3% 1.7% 0% 2.3% 
Other 
0 0 0 0 0 1 0 0 0 
0% 0% 0% 0% 0% 100% 0% 0% 0% 
 
To address the second research question:  
RQ2: Does age impact buying behavior based on logo colors?  
A two-way contingency table analysis was conducted to evaluate whether lifestyle brand 
logo color preference could differ depending on a participant’s age. The two variables were age 
with six levels (18-25, 26-33, 34-41, 42-49, 50-57, and 58+), and lifestyle brand logo color 
preference with nine levels (red, orange, yellow, green, blue, violet, pink, brown, and black).  
 Participants’ age and logo color preference for the lifestyle brand Adidas was not found 
to be significant. Pearson χ2 (40, N = 209) = 55.32, p = .05, Cramer’s V = .23. The logo color 
black was chosen most by all of the age groups except for the age group 58+ which chose blue 
the most. See Table 9 for reference below.  
Table 9 
Crosstab of Age and Logo Color Preference for the Lifestyle Brand Adidas 
Age Red Orange Yellow Green Blue Violet Pink Brown Black 
18-25 
2 1 2 1 8 4 4 2 41 
3.1% 1.5% 3.1% 1.5% 12.3% 6.2% 6.2% 3.1% 63.1% 
26-33 
1 0 2 0 4 3 3 1 11 
4% 0% 8% 0% 16% 12% 12% 4% 44% 
34-41 
1 0 0 0 5 0 3 0 6 
6.7% 0% 0% 0% 33.3% 0% 20% 0% 40% 
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42-49 
2 1 0 2 8 4 2 1 12 
6.3% 3.1% 0% 6.3% 25.0% 12.5% 6.3% 3.1% 37.5% 
50-57 
7 4 0 0 6 3 2 1 14 
18.9% 10.8% 0% 0% 16.2% 8.1% 5.4% 2.7% 37.8% 
58 + 
6 1 0 2 9 5 4 0 8 
17.1% 2.9% 0% 5.7% 25.7% 14.3% 11.4% 0% 22.9% 
 
Participants’ age and logo color preference for the lifestyle brand Vans was found to be 
significant. Pearson χ2 (35, N = 209) = 64.08, p = .01, Cramer’s V = .25. The logo color pink was 
chosen the most by the 18-25 age group, the 26-33 age group, and the 34-41 age group. The logo 
color brown was chosen the most by the 42-49 age group, the 50-57 age group, and the 58+ age 
group. The significance of this data could possibly come from the fact that half of the age groups 
preferred the logo color pink and the other half of the age groups preferred the logo color brown. 
See Table 10 below for reference.  
Table 10 
Crosstab of Age and Logo Color Preference for the Lifestyle Brand Vans 
Age Red Orange Yellow Green Blue Violet Pink Brown Black 
18-25 
2 3 5 1 4 0 39 10 1 
3.1% 4.6% 7.7% 1.5% 6.2% 0% 60% 15.4% 1.5% 
26-33 
0 2 2 3 1 0 13 4 0 
0% 8% 8% 12% 4% 0% 52% 16% 0% 
34-41 
0 0 1 1 2 0 8 3 0 
0% 0% 6.7% 6.7% 13.3% 0% 53.3% 20% 0% 
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42-49 
0 2 3 2 3 0 7 14 1 
0% 6.3% 9.4% 6.3% 9.4% 0% 21.9% 43.8% 3.1% 
50-57 
0 1 5 3 3 0 9 14 2 
0% 2.7% 13.5% 8.1% 8.1% 0% 24.3% 37.8% 5.4% 
58 + 
0 1 6 0 4 0 2 21 1 
0% 2.9% 17.1% 0% 11.4% 0% 5.7% 60% 2.9% 
 
Participants’ age and logo color preference for the lifestyle brand Apple was not found to 
be significant. Pearson χ2 (40, N = 209) = 51.47, p = .11, Cramer’s V = .22. The most common 
Apple logo color chosen by the age groups, 18-25, 26-33, 34-41, 42-49, and 50-57 was red. The 
age group 58+ had two most chosen colors, they were red and violet. See Table 11 below for 
reference. 
Table 11 
Crosstab of Age and Logo Color Preference for the Lifestyle Brand Apple 
Age Red Orange Yellow Green Blue Violet Pink Brown Black 
18-25 
39 5 0 4 2 5 3 2 5 
60% 7.7% 0% 6.2% 3.1% 7.7% 4.6% 3.1% 7.7% 
26-33 
16 0 0 2 0 2 2 1 2 
64% 0% 0% 8% 0% 8% 8% 4% 8% 
34-41 
10 0 0 1 0 2 1 1 0 
66.7% 0% 0% 6.7% 0% 13.3% 6.7% 6.7% 0% 
42-49 
10 2 3 3 3 4 2 0 5 
31.3% 6.3% 9.4% 9.4% 9.4% 12.5% 6.3% 0% 15.6% 
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50-57 
13 5 3 2 1 3 2 3 5 
35.1% 13.5% 8.1% 5.4% 2.7% 8.1% 5.4% 8.1% 13.5% 
58 + 
6 5 2 3 2 6 4 5 2 
17.1% 14.3% 5.7% 8.6% 5.7% 17.1% 11.4% 14.3% 5.7% 
 
Participants’ age and logo color preference for the lifestyle brand Under Armour was not 
found to be significant. Pearson χ2 (35, N = 209) = 47.59, p = .08, Cramer’s V = .21. The most 
commonly chosen logo color by the age groups, 18-25, 26-33, 34-41, 42-49, and 50-57 was 
violet. The most common logo chosen by the age group 58+ was red. See Table 12 below for 
reference. 
Table 12 
Crosstab of Age and Logo Color Preference for the Lifestyle Brand Under Armour 
Age Red Orange Yellow Green Blue Violet Pink Brown Black 
18-25 
1 4 1 3 0 43 6 6 1 
1.5% 6.2% 1.5% 4.6% 0% 66.2% 9.2% 9.2% 1.5% 
26-33 
0 2 1 2 0 15 3 2 0 
0% 8% 4% 8% 0% 60% 12% 8% 0% 
34-41 
0 1 1 1 0 9 2 0 1 
0% 6.7% 6.7% 6.7% 0% 60% 13.3% 0% 6.7% 
42-49 
2 6 4 0 0 12 8 0 0 
6.3% 18.8% 12.5% 0% 0% 37.5% 25% 0% 0% 
50-57 
0 7 3 2 0 15 7 3 0 
0% 18.9% 8.1% 5.4% 0% 40.5% 18.9% 8.1% 0% 
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58 + 
1 9 3 3 0 8 7 2 2 
2.9% 25.7% 8.6% 8.6% 0% 22.9% 20% 5.7% 5.7% 
 
 Participants’ age and logo color preference for the lifestyle brand Gucci was not found to 
be significant. Pearson χ2 (40, N = 209) = 42.97, p = .35, Cramer’s V = .20. The logo color pink 
was favored most by the age groups 18-25 and 58+. The logo color orange was favored most by 
the age groups 26-33, 34-41, 42-49, and 50-57. See Table 13 below for reference. 
Table 13 
Crosstab of Age and Logo Color Preference for the Lifestyle Brand Gucci 
Age Red Orange Yellow Green Blue Violet Pink Brown Black 
18-25 
0 30 6 0 1 4 17 3 4 
0% 46.2% 9.2% 0% 1.5% 6.2% 26.2% 4.6% 6.2% 
26-33 
0 10 2 0 1 2 5 3 2 
0% 40% 8% 0% 4% 8% 20% 12% 8% 
34-41 
0 9 0 0 0 2 2 1 1 
0% 60% 0% 0% 0% 13.3% 13.3% 6.7% 6.7% 
42-49 
3 10 3 3 1 2 3 4 3 
9.4% 31.3% 9.4% 9.4% 3.1% 6.3% 9.4% 12.5% 9.4% 
50-57 
2 17 6 2 0 0 6 3 1 
5.4% 45.9% 16.2% 5.4% 0% 0% 16.2% 8.1% 2.7% 
58 + 
1 8 7 1 0 3 9 3 3 
2.9% 40.2% 11.5% 2.9% 0% 8.6% 25.7% 8.6% 8.6% 
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Participants’ age and logo color preference for the lifestyle brand Red Bull was not found 
to be significant. Pearson χ2 (35, N = 209) = 33.23, p = .55, Cramer’s V = .18. The logo color 
violet was chosen most frequently by the age groups 18-25, 26-33, 42-49, 50-57 and 58+. The 
age group 34-41 had two most commonly chosen logo colors, those colors were blue and violet. 
See Table 14 below for reference. 
Table 14 
Crosstab of Age and Logo Color Preference for the Lifestyle Brand Red Bull 
Age Red Orange Yellow Green Blue Violet Pink Brown Black 
18-25 
6 0 1 1 10 45 0 0 2 
9.2% 0% 1.5% 1.5% 15.4% 69.2% 0% 0% 3.1% 
26-33 
5 0 1 0 2 17 0 0 0 
20% 0% 4% 0% 8% 68% 0% 0% 0% 
34-41 
2 0 1 0 6 6 0 0 0 
13.3% 0% 6.7% 0% 40% 40% 0% 0% 0% 
42-49 
4 1 1 0 3 21 1 0 1 
12.5% 3.1% 3.1% 0% 9.4% 65.6% 3.1% 0% 3.1% 
50-57 
2 2 1 0 6 24 2 0 0 
5.4% 5.4% 2.7% 0% 16.2% 64.9% 5.4% 0% 0% 
58 + 
2 0 2 0 3 26 1 0 1 
5.7% 0% 5.7% 0% 8.6% 74.3% 2.9% 0% 2.9% 
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Participants’ age and logo color preference for the lifestyle brand Nike was not found to 
be significant. Pearson χ2 (40, N = 209) = 32.93, p = .78, Cramer’s V = .18. The Logo color was 
chosen the most by all age groups for the lifestyle brand Nike. See Table 15 below for reference. 
Table 15 
Crosstab of Age and Logo Color Preference for the Lifestyle Brand Nike 
Age Red Orange Yellow Green Blue Violet Pink Brown Black 
18-25 
2 0 39 6 1 1 1 14 1 
3.1% 0% 60% 9.2% 1.5% 1.5% 1.5% 21.5% 1.5% 
26-33 
2 0 17 1 0 0 2 2 1 
8% 0% 68% 4% 0% 0% 8% 8% 4% 
34-41 
1 0 9 3 0 0 0 2 0 
6.7% 0% 60% 20% 0% 0% 0% 13% 0% 
42-49 
2 1 15 3 2 0 2 4 3 
6.3% 3.1% 46.9% 9.4% 6.3% 0% 6.3% 12.5% 9.4% 
50-57 
1 0 18 2 3 0 1 9 3 
2.7% 0% 48.6% 5.4% 8.1% 0% 2.7% 24.3% 8.1% 
58 + 
2 1 14 5 1 1 1 7 3 
5.7% 2.9% 40% 14.3% 2.9% 2.9% 2.9% 20% 8.6% 
 
Participants’ age and logo color preference for the lifestyle brand North Face was found 
to be significant. Pearson χ2 (40, N = 209) = 61.74, p = .02, Cramer’s V = .24. All age groups 
chose the logo color green the most frequently for the lifestyle brand North Face. See Table 16 
below for reference. 
 38 
Table 16 
Crosstab of Age and Logo Color Preference for the Lifestyle Brand North Face 
Age Red Orange Yellow Green Blue Violet Pink Brown Black 
18-25 
4 1 0 30 17 0 4 4 5 
6.2% 1.5% 0% 46.2% 26.2% 0% 6.2% 6.2% 7.7% 
26-33 
2 2 1 13 4 0 0 3 0 
8% 8% 4% 52% 16% 0% 0% 12% 0% 
34-41 
0 1 0 11 0 1 0 0 2 
0% 6.7% 0% 73.3% 0% 6.7% 0% 0% 13.3% 
42-49 
3 0 1 14 7 0 0 1 6 
9.4% 0% 3.1% 43.8% 21.9% 0% 0% 3.1% 18.8% 
50-57 
2 2 2 9 8 5 0 1 8 
5.4% 5.4% 5.4% 24.3% 21.6% 13.5% 0% 2.7% 21.6% 
58 + 
2 4 0 9 6 4 1 3 6 
5.7% 11.4% 0% 25.7% 17.1% 11.4% 2.9% 8.6% 17.1% 
 
To address the third research question:  
RQ3: Does a participant’s favorite color impact their preference of logo color?  
A two-way contingency table analysis was conducted to evaluate whether lifestyle brand 
logo color preference was influenced by the favorite color of a participant. The two variables 
were favorite color with nine levels (red, orange, yellow, green, blue, violet, pink, brown, and 
black) and lifestyle brand logo color preference with nine levels (red, orange, yellow, green, 
blue, violet, pink, brown, and black).  
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Participants’ favorite color and logo color preference for the brand Adidas was found to 
be significant. Pearson χ2 (64, N = 209) = 392.34, p = .01, Cramer’s V = .48. The most commonly 
chosen logo color for this brand was black (92 entries). Participants who chose red, orange, 
violet, brown and black for their favorite color chose their favorite color the most as their logo 
color preference for the brand Adidas. Participants who chose yellow, green, blue and pink as 
their favorite color chose black the most as their logo color preference for the brand Adidas. See 
Table 17 below for reference. 
Table 17 
Crosstab of Favorite Color and Logo Color Preference for the Lifestyle Brand Adidas 
 Logo Color 
Favorite 
Color 
Red Orange Yellow Green Blue Violet Pink Brown Black 
Red 
8 0 0 1 2 1 0 0 7 
42.1% 0% 0% 5.3% 10.5% 5.3% 0% 0% 36.8% 
Orange 
0 4 0 0 0 1 0 0 2 
0% 57.1% 0% 0% 0% 14.3% 0% 0% 28.6% 
Yellow 
0 0 3 0 0 0 1 0 5 
0% 0% 33.3% 0% 0% 0% 11.1% 0% 55.6% 
Green 
2 0 0 4 4 0 2 1 6 
10.5% 0% 0% 21.1% 21.1% 0% 10.5% 5.3% 31.6% 
Blue 
4 2 0 0 28 2 1 2 35 
5.4% 2.7% 0% 0% 37.8% 2.7% 1.4% 2.7% 47.3% 
Violet 
1 1 0 0 0 12 0 0 7 
4.8% 4.8% 0% 0% 0% 57.1% 0% 0% 33.3% 
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Pink 
1 0 0 0 4 0 12 0 13 
3.3% 0% 0% 0% 13.3% 0% 40% 0% 43.3% 
Brown 
0 0 0 0 0 0 0 2 0 
0% 0% 0% 0% 0% 0% 0% 100% 0% 
Black 
3 0 1 0 2 3 2 0 17 
10.7% 0% 3.6% 0% 7.1% 10.7% 7.1% 0% 60.7% 
 
Participants’ favorite color and logo color preference for the brand Vans was found to be 
significant. Pearson χ2 (56, N = 209) = 256.67, p = .01, Cramer’s V = .42. The most chosen logo 
color for Vans was pink (78 entries). Participants who chose red as their favorite color chose 
brown as their preferred logo color (13 entries). Participants who chose orange as their favorite 
color chose black as their preferred logo color (4 entries). Participants who chose yellow as their 
favorite color chose pink as their preferred logo color (4 entries). Participants who chose green as 
their favorite color chose orange as their preferred logo color (7 entries). Participants who chose 
blue as their favorite color chose pink as their preferred logo color (30 entries). Participants who 
chose violet as their favorite color chose green and pink as their as their preferred logo color with 
the same amount of entries (7 entries for green, 7 entries for pink). Participants who chose pink 
as their favorite color chose brown as their preferred logo color (11 entries). Participants who 
chose brown as their favorite color chose yellow and brown as their as their preferred logo color 
with the same amount of entries (1 entry for yellow, 1 entry for brown). Participants who chose 
black as their favorite color chose pink as their preferred logo color (18 entries). See Table 18 




Crosstab of Favorite Color and Logo Color Preference for the Lifestyle Brand Vans 
 Logo Color 
Favorite 
Color 
Red Orange Yellow Green Blue Violet Pink Brown Black 
Red 
0 0 3 0 0 0 3 13 0 
0% 0% 15.8% 0% 0% 0% 15.8% 68.4% 0% 
Orange 
0 0 0 0 0 0 2 1 4 
0% 0% 0% 0% 0% 0% 28.6% 14.3% 57.1% 
Yellow 
0 0 2 0 0 0 4 3 0 
0% 0% 22.2% 0% 0% 0% 44.4% 33.3% 0% 
Green 
0 7 1 0 1 0 6 4 0 
0% 36.8% 5.3% 0% 5.3% 0% 31.6% 21.1% 0% 
Blue 
2 1 14 2 3 0 30 22 0 
2.7% 1.4% 18.9% 2.7% 4.1% 0% 40.5% 29.7% 0% 
Violet 
0 1 0 7 2 0 7 4 0 
0% 4.8% 0% 33.3% 9.5% 0% 33.3% 19% 0% 
Pink 
0 0 1 0 10 0 8 11 0 
0% 0% 3.3% 0% 33.3% 0% 26.7% 36.7% 0% 
Brown 
0 0 1 0 0 0 0 1 0 
0% 0% 50% 0% 0% 0% 0% 50% 0% 
Black 
0 0 0 1 1 0 18 7 1 
0% 0% 0% 3.6% 3.6% 0% 64.3% 25% 3.6% 
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Participants’ favorite color and logo color preference for the brand Apple was found to be 
significant. Pearson χ2 (64, N = 209) = 130.46, p = .01, Cramer’s V = .28. The most commonly 
chosen logo color for Apple was red (94 entries). Participants who chose red as their favorite 
color chose orange as their preferred logo color (7 entries). Participants who chose orange as 
their favorite color chose red and yellow as their as their preferred logo color with the same 
amount of entries (3 entries for red, 3 entries for yellow). Participants who chose yellow as their 
favorite color chose red as their preferred logo color (4 entries). Participants who chose green as 
their favorite color chose red as their preferred logo color (7 entries). Participants who chose blue 
as their favorite color chose red as their preferred logo color (31 entries). Participants who chose 
violet as their favorite color chose red as their preferred logo color (9 entries). Participants who 
chose pink as their favorite color chose red as their preferred logo color (14 entries). Participants 
who chose brown as their favorite color chose violet and black as their as their preferred logo 
color with the same amount of entries (1 entry for violet, 1 entry for black). Participants who 
chose black as their favorite color chose red as their preferred logo color (21 entries). See Table 
19 below for reference. 
Table 19 
Crosstab of Favorite Color and Logo Color Preference for the Lifestyle Brand Apple 
 Logo Color 
Favorite 
Color 
Red Orange Yellow Green Blue Violet Pink Brown Black 
Red 
5 7 2 2 2 1 0 0 0 
26.3% 36.8% 10.5% 10.5% 10.5% 5.3% 0% 0% 0% 
Orange 
3 0 3 0 0 0 0 0 1 
42.9% 0% 42.9% 0% 0% 0% 0% 0% 14.3% 
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Yellow 
4 0 0 1 1 2 0 0 1 
44.4% 0% 0% 11.1% 11.1% 22.2% 0% 0% 11.1% 
Green 
7 1 0 1 3 2 3 1 1 
36.8% 5.3% 0% 5.3% 15.8% 10.5% 15.8% 5.3% 5.3% 
Blue 
31 6 1 4 2 14 4 5 7 
41.9% 8.1% 1.4% 5.4% 2.7% 18.9% 5.4% 6.8% 9.5% 
Violet 
9 0 1 1 0 1 5 1 3 
42.9% 0% 4.8% 4.8% 0% 4.8% 23.8% 4.8% 14.3% 
Pink 
14 2 1 4 0 1 1 5 2 
46.7% 6.7% 3.3% 13.3% 0% 3.3% 3.3% 16.7% 6.7% 
Brown 
0 0 0 0 0 1 0 0 1 
0% 0% 0% 0% 0% 50% 0% 0% 50% 
Black 
21 1 0 2 0 0 1 0 3 
75% 3.6% 0% 7.1% 0% 0% 3.6% 0% 10.7% 
 
Participants’ favorite color and logo color preference for the brand Under Armour was 
found to be significant. Pearson χ2 (56, N = 209) = 154.15, p = .01, Cramer’s V = .33. The most 
commonly chosen logo color for Under Armour was violet (102 entries). Participants who chose 
red as their favorite color chose pink as their preferred logo color (8 entries). Participants who 
chose orange as their favorite color chose brown as their preferred logo color (4 entries). 
Participants who chose yellow as their favorite color chose violet as their preferred logo color (5 
entries). Participants who chose green as their favorite color chose violet as their preferred logo 
color (8 entries). Participants who chose blue as their favorite color chose violet as their 
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preferred logo color (37 entries). Participants who chose violet as their favorite color chose violet 
as their preferred logo color (9 entries). Participants who chose pink as their favorite color chose 
violet as their preferred logo color (15 entries). Participants who chose brown as their favorite 
color chose orange and violet as their as their preferred logo color with the same amount of 
entries (1 entry for orange, 1 entry for violet). Participants who chose black as their favorite color 
chose violet as their preferred logo color (18 entries). See Table 20 below for reference. 
Table 20 
Crosstab of Favorite Color and Logo Color Preference for the Lifestyle Brand Under Armour 
 Logo Color 
Favorite 
Color 
Red Orange Yellow Green Blue Violet Pink Brown Black 
Red 
0 2 1 0 0 6 8 2 0 
0% 10.5% 5.3% 0% 0% 31.6% 42.1% 10.5% 0% 
Orange 
0 0 0 0 0 3 0 4 0 
0% 0% 0% 0% 0% 42.9% 0% 57.1% 0% 
Yellow 
0 2 0 0 0 5 1 1 0 
0% 22.2% 0% 0% 0% 55.6% 11.1% 11.1% 0% 
Green 
3 4 0 1 0 8 0 2 1 
15.8% 21.1% 0% 5.3% 0% 42.1% 0% 10.5% 12.3% 
Blue 
1 17 3 1 0 37 10 2 3 
1.4% 23% 4.1% 1.4% 0% 50% 13.5% 2.7% 4.1% 
Violet 
0 0 7 1 0 9 4 0 0 
0% 0% 33.3% 4.8% 0% 42.9% 19% 0% 0% 
Pink 0 2 1 8 0 15 3 1 0 
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0% 6.7% 3.3% 26.7% 0% 50% 10% 3.3% 0% 
Brown 
0 1 0 0 0 1 0 0 0 
0% 50% 0% 0% 0% 50% 0% 0% 0% 
Black 
0 1 1 0 0 18 7 1 0 
0% 3.6% 3.6% 0% 0% 64.3% 25% 3.6% 0% 
 
Participants’ favorite color and logo color preference for the brand Gucci was found to be 
significant. Pearson χ2 (64, N = 209) = 184.85, p = .01, Cramer’s V = .33. The most chosen logo 
color for Gucci was orange (84 entries). Participants who chose red as their favorite color chose 
orange as their preferred logo color (8 entries). Participants who chose orange as their favorite 
color chose orange as their preferred logo color (4 entries). Participants who chose yellow as 
their favorite color chose orange as their preferred logo color (4 entries). Participants who chose 
green as their favorite color chose violet as their preferred logo color (6 entries). Participants 
who chose blue as their favorite color chose orange as their preferred logo color (28 entries). 
Participants who chose violet as their favorite color chose brown as their preferred logo color (8 
entries). Participants who chose pink as their favorite color chose orange as their preferred logo 
color (8 entries). Participants who chose brown as their favorite color chose red and orange as 
their as their preferred logo color with the same amount of entries (1 entry for red, 1 entry for 
orange). Participants who chose black as their favorite color chose orange as their preferred logo 






Crosstab of Favorite Color and Logo Color Preference for the Lifestyle Brand Gucci 
 Logo Color 
Favorite 
Color 
Red Orange Yellow Green Blue Violet Pink Brown Black 
Red 
0 8 7 0 0 0 3 1 0 
0% 42.1% 36.8% 0% 0% 0% 15.8% 5.3% 0% 
Orange 
0 4 0 3 0 0 0 0 0 
0% 57.1% 0% 42.9% 0% 0% 0% 0% 0% 
Yellow 
0 4 0 0 0 0 3 1 1 
0% 44.4% 0% 0% 0% 0% 33.3% 11.1% 11.1% 
Green 
0 5 3 0 0 6 4 1 0 
0% 26.3% 15.8% 0% 0% 31.6% 21.1% 5.3% 0% 
Blue 
1 28 6 2 0 4 25 3 5 
1.4% 37.8% 8.1% 2.7% 0% 5.4% 33.8% 4.1% 6.8% 
Violet 
1 6 1 0 1 1 3 8 0 
4.8% 28.6% 4.8% 0% 4.8% 4.8% 14.3% 38.1% 0% 
Pink 
1 10 5 1 0 0 3 2 8 
3.3% 33.3% 16.7% 3.3% 0% 0% 10% 6.7% 26.7% 
Brown 
1 1 0 0 0 0 0 0 0 
50% 50% 0% 0% 0% 0% 0% 0% 0% 
Black 
2 18 2 0 2 2 1 1 0 
7.1% 64.3% 7.1% 0% 7.1% 7.1% 3.6% 3.6% 0% 
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Participants’ favorite color and logo color preference for the brand Red Bull was found to 
be significant. Pearson χ2 (56, N = 209) = 118.99, p = .01, Cramer’s V = .29. The most commonly 
chosen logo color for Red Bull was Violet (139 entries). Participants who chose red as their 
favorite color chose violet as their preferred logo color (15 entries). Participants who chose 
orange as their favorite color chose violet as their preferred logo color (4 entries). Participants 
who chose yellow as their favorite color chose violet as their preferred logo color (7 entries). 
Participants who chose green as their favorite color chose violet as their preferred logo color (14 
entries). Participants who chose blue as their favorite color chose violet as their preferred logo 
color (54 entries). Participants who chose violet as their favorite color chose violet as their 
preferred logo color (14 entries). Participants who chose pink as their favorite color chose violet 
as their preferred logo color (12 entries). Participants who chose brown as their favorite color 
chose red and violet as their as their preferred logo color with the same amount of entries (1 
entry for red, 1 entry for violet). Participants who chose black as their favorite color chose violet 
as their preferred logo color (18 entries). See Table 22 below for reference. 
Table 22 
Crosstab of Favorite Color and Logo Color Preference for the Lifestyle Brand Red Bull 
 Logo Color 
Favorite 
Color 
Red  Orange  Yellow  Green  Blue  Violet  Pink  Brown  Black  
Red 
0 0 0 0 4 15 0 0 0 
0% 0% 0% 0% 21.1%  78.9%  0% 0% 0% 
Orange 
1 0 0 0 0 4 2 0 0 
14.3%  0% 0% 0% 0% 57.1%  28.6%  0% 0% 
Yellow 1 0 0 0 1 7 0 0 0 
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11.1%  0% 0% 0% 11.1%  77.8%  0% 0% 0% 
Green 
2 0 0 0 1 14 0 0 2 
10.5%  0% 0% 0% 5.3%  73.7%  0% 0% 10.5%  
Blue 
12 0 0 0 6 54 1 0 1 
16.2%  0% 0% 0% 8.1%  73%  1.4%  0% 1.4%  
Violet 
1 2 1 1 2 14 0 0 0 
4.8%  9.5%  4.8%  4.8%  9.5%  66.7%  0% 0% 0% 
Pink 
3 0 6 0 7 12 1 0 1 
10%  0% 20%  0% 23.3%  40%  3.3%  0% 3.3%  
Brown 
1 0 0 0 0 1 0 0 0 
50%  0% 0% 0% 0% 50%  0% 0% 0% 
Black 
0 1 0 0 9 18 0 0 0 
0% 3.6%  0% 0% 32.1%  64.3%  0% 0% 0% 
 
Participants’ favorite color and logo color preference for the brand Nike was found to be 
significant. Pearson χ2 (64, N = 209) = 233.09, p = .01, Cramer’s V = .37. The most commonly 
chosen logo color for Nike was yellow (112 entries). Participants who chose red as their favorite 
color chose yellow and green as their as their preferred logo color with the same amount of 
entries (7 entries for yellow, 7 entries for green). Participants who chose orange as their favorite 
color chose blue as their preferred logo color (4 entries). Participants who chose yellow as their 
favorite color chose yellow as their preferred logo color (5 entries). Participants who chose green 
as their favorite color chose yellow as their preferred logo color (10 entries). Participants who 
chose blue as their favorite color chose yellow as their preferred logo color (39 entries). 
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Participants who chose violet as their favorite color chose yellow as their preferred logo color 
(10 entries). Participants who chose pink as their favorite color chose yellow as their preferred 
logo color (19 entries). Participants who chose brown as their favorite color chose yellow and 
brown as their as their preferred logo color with the same amount of entries (1 entry for yellow, 1 
entry for brown). Participants who chose black as their favorite color chose yellow as their 
preferred logo color (20 entries). See Table 23 below for reference. 
Table 23 
Crosstab of Favorite Color and Logo Color Preference for the Lifestyle Brand Nike 
 Logo Color 
Favorite 
Color 
Red Orange Yellow Green Blue Violet Pink Brown Black 
Red 
0 0 7 7 1 0 0 2 2 
0% 0% 36.8% 36.8% 5.3% 0% 0% 10.5% 10.5% 
Orange 
0 0 2 0 4 0 0 1 0 
0% 0% 28.6% 0% 57.1% 0% 0% 14.3% 0% 
Yellow 
0 0 5 2 0 0 0 2 0 
0% 0% 55.6% 22.2% 0% 0% 0% 22.2% 0% 
Green 
0 0 10 1 0 1 5 0 2 
0% 0% 52.6% 5.3% 0% 5.3% 26.3% 0% 10.5% 
Blue 
2 0 39 3 2 1 1 24 2 
2.7% 0% 52.7% 4.1% 2.7% 1.4% 1.4% 32.4% 2.7% 
Violet 
1 1 10 2 0 0 0 3 4 
4.8% 4.8% 47.6% 9.5% 0% 0% 0% 14.3% 19% 
Pink 6 0 19 1 0 0 1 3 0 
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20% 0% 63.3% 3.3% 0% 0% 3.3% 10% 0% 
Brown 
0 1 0 0 0 0 0 1 0 
0% 50% 0% 0% 0% 0% 0% 50% 0% 
Black 
1 0 20 4 0 0 0 2 1 
3.6% 0% 71.4% 14.3% 0% 0% 0% 7.1% 3.6% 
 
Participants’ favorite color and logo color preference for the brand North Face was found 
to be significant. Pearson χ2 (64, N = 209) = 196.89, p = .01, Cramer’s V = .34. The most 
commonly chosen logo color for North Face was green (86 entries). Participants who chose red 
as their favorite color chose blue as their preferred logo color (8 entries). Participants who chose 
orange as their favorite color chose green, blue and violet as their as their preferred logo color 
with the same amount of entries (2 entries for green, 2 entries for blue, 2 entries for violet). 
Participants who chose yellow as their favorite color chose green as their preferred logo color (5 
entries). Participants who chose green as their favorite color chose green as their preferred logo 
color (7 entries). Participants who chose blue as their favorite color chose green as their preferred 
logo color (29 entries). Participants who chose violet as their favorite color chose red as their 
preferred logo color (10 entries). Participants who chose pink as their favorite color chose green 
as their preferred logo color (13 entries). Participants who chose brown as their favorite color 
chose yellow and violet as their as their preferred logo color with the same amount of entries (1 
entry for yellow, 1 entry for violet). Participants who chose black as their favorite color chose 





Crosstab of Favorite Color and Logo Color Preference for the Lifestyle Brand North Face 
 Logo Color 
Favorite 
Color 
Red Orange Yellow Green Blue Violet Pink Brown Black 
Red 
0 1 0 5 8 2 0 0 3 
0% 5.3% 0% 26.3% 42.1% 10.5% 0% 0% 15.8% 
Orange 
0 0 0 2 2 2 0 1 0 
0% 0% 0% 28.6% 28.6% 28.6% 0% 14.3% 0% 
Yellow 
0 0 0 5 1 0 1 1 1 
0% 0% 0% 55.6% 11.1% 0% 11.1% 11.1% 11.1% 
Green 
0 0 0 7 2 1 2 5 2 
0% 0% 0% 36.8% 10.5% 5.3% 10.5% 26.3% 10.5% 
Blue 
1 2 3 29 17 4 1 2 15 
1.4% 2.7% 4.1% 39.2% 23.0% 5.4% 1.4% 2.7% 20.3% 
Violet 
10 0 0 6 2 0 0 1 2 
47.6% 0% 0% 28.6% 9.5% 0% 0% 4.8% 9.5% 
Pink 
0 7 0 13 6 0 1 2 1 
0% 23.3% 0% 43.3% 20% 0% 3.3% 6.7% 3.3% 
Brown 
0 0 1 0 0 1 0 0 0 
0% 0% 50% 0% 0% 50% 0% 0% 0% 
Black 
2 0 0 19 4 0 0 0 3 
7.1% 0% 0% 67.9% 14.3% 0% 0% 0% 10.7% 
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Chapter 5. Discussion 
 The results of this study concluded that when examining the purchase behavior of 
lifestyle brands based on logo colors, twelve significant results were found for the variables of 
gender, age, and favorite color. Most notably, the most significant result was the concept of a 
favorite color in that when we have a favorable emotion towards a color, we are more likely to 
choose that color (Zadra, 2011). This concept was not found to be applicable to color branding in 
this research study. When participants chose their favorite color and it was examined against the 
colors they chose for their preferred logo colors, their favorite color seemed to have no influence 
on their logo color choice.  
 The first significant result was when the lifestyle brand Vans was examined in relation to 
participants’ gender. Although males and females both chose pink as their preferred logo color, 
the second most common choice, third most common choice and so on, were different colors. 
For males, the second most common choice was yellow, and for females, the second most 
common choice was brown. For males, the third most common choice was brown, and for 
females, the third most common choice was blue. The significance in this result could be 
attributed to the difference in color preference for males and females aside from their most 
common choice of pink.  
 The second significant result was when the lifestyle brand Gucci was examined in 
relation to participants’ gender. Females chose orange as their preferred logo color, however, 
males had a tie for their most preferred logo color between orange and pink. The fact that the 
males in this sample had a tie of most preferred logo color for Gucci could attribute to the 
significant result of this data. As stated by Kumar (2017) males prefer orange over yellow and 
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Ellis (2001) states that women prefer pink more than men do. These color preferences stated in 
previous research could be attributed to the results from the brand Gucci.  
 The third significant result was found when the Lifestyle brand Vans was examined in 
relation to participants’ age. The age groups 18-25, 26-33, and 34-41 all chose pink as their 
preferred logo color for the lifestyle brand Vans. Whereas the age groups 42-49, 50-57, and 58+ 
chose brown as their preferred logo color for Vans. This data is interesting because as mentioned 
in the literature review by Dotinga (2014), as we age there is a decline in our color vision. The 
possible change in color vision as we age might have a factor in the significance of the data 
found in this result.  
 The fourth significant result was when the lifestyle brand North Face was examined in 
relation to participants’ age. For this brand, all age groups chose the logo color green as their 
preferred logo color. The brand North Face is primarily an outdoor lifestyle brand, and as 
mentioned in the literature review, the color green is possibly associated with brands that have an 
environmental link to them. According to Seo (2017), consumers viewed environmentally based 
brands more positively when they had green packaging, so the same could be said for an 
environmentally based brand having a green logo. If certain individuals have an emotional 
connection with the color green being related to an outdoor products-based brand, then this could 
be color theory (Color Theory, n.d.) coming into play as well. Additionally, if a consumer is 
concerned with projecting a perception onto others that they enjoy outdoors and the outdoor 
lifestyle exemplified by North Face, they could be doing impression management (Goffman, 
1978). The individuals who chose the green logo for North Face could be more invested in 
projecting the outdoor lifestyle than those who chose otherwise. This result of green being the 
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most chosen logo color for North Face also contributes to the finding of a participant’s favorite 
color having little impact on their logo color choice.   
 The remaining significant results all involve examining the logo color preferences of 
participants for the lifestyle brands Adidas, Vans, Apple, Under Armour, Gucci, Red Bull, Nike, 
and North Face in relation to a participants’ favorite color. Referencing the literature review, the 
notion of a favorite color is when an individual has a favorable emotion towards that color as 
opposed to other colors (Zadra, 2011). This research sought to see if a participant’s favorite color 
could possibly influence their logo color choice. According to the data collected, an individual’s 
favorite color might not have an effect on their logo color decision. For the majority of logo 
color choices, participants chose colors other than their chosen favorite color. This occurrence 
could suggest that the notion of a favorite color could have no influence on a person’s preferred 
color for a brand logo.  
 Since a participant’s favorite color and preferred lifestyle brand logo color differed the 
majority of the time, this can have applications within marketing, branding, and advertising. 
When a brand is creating a logo and is deciding on logo colors and branding aspects, they might 
not have to focus on the preferred favorite color of their target demographic since the 
participants of this study had differing logo color preferences in relation to their favorite color. 
Brands could start focusing more on their overall brand identity and what they want to create for 
their brand and logo rather than the preferences of their target audience.  
Limitations 
 The main limitation of this study is the sample size of 209 survey participants and how 
the sample affected the subgroup sample size within the data. For certain datapoints, there were 
less than five data entries, which made the result size rather small. This study could have 
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benefitted from a larger, more diverse sample size to have more evenly weighted and distributed 
data. Additionally, the age range was skewed in favor of the 18-25 age group, and the number of 
participants in each age group were not weighted evenly. Finally, the genders of the survey 
participants were skewed in favor of females; there were 36 male participants and 172 female 
participants.  
Future Directions 
 In the future, it would be interesting to see this study done in another part of the country 
or the world to see if different perceptions of colors would have any effect on lifestyle brand 
logo color preferences. Different lifestyle brands and different colors could be tested in this study 
format or a similar one as well; this study was limited to nine colors and eight lifestyle brands, to 
see other logo color options and different brands tested could be a future direction for research. 
Focusing on athletic brands, outdoor brands, or technology brands to see if logo color 
preferences were similar because of the same category of brands could also be tested. 
Additionally, instead of creating a logo mockup on a white background as exemplified in this 
study, it might be interesting to put logos on different colored backgrounds such as black to see if 
the results differ as compared to the white background.  
Conclusion 
Lifestyle brands could be considered a very important part of our everyday lives. These 
pivotal brands integrate and align themselves with a certain lifestyle to attract and maintain a 
loyal consumer base (Austin, 2013). These notable brands also have heavy marketing efforts to 
target their current consumers and their future loyalists. As humans, we have immediate and 
significant feedback to what we view, and this holds true in marketing efforts we view as well 
(Lindstrom, 2005). Colors and shapes can trigger immediate reactions and embed messages into 
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our brains (Chang, 2010), and colors have also shown to have a psychological effect when 
viewed (Perry & Wisnom, 2003). Colors within marketing transport information and can attract 
and maintain consumer attention (Amsteus, 2015).  
This research aims to explore the potential purchase behavior caused by different lifestyle 
brand logo colors, and if colors can have as much effect when applied to lifestyle logo brands as 
opposed to marketing efforts in general. Additionally, the variables of gender, age, and favorite 
color were explored to see if they had any effect in relation to a participant’s logo color choice 
based on which lifestyle brand logo color would make them most likely to purchase from a 
brand.    
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58 and older 
 





5. Would you purchase a product solely based on a brand logo? 
Yes 
No 
Other (Please specify) 
 












For the following set of questions, please choose which logo option (1-9) would cause 
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